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Part One 
A BUSINESS PLAN FOR BLACK DRAGON RECRUITMENT 
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BUSINESS PLAN PURPOSE 
This business plan has been drafted as part of live business opportunity and, although 
this document has been submitted as a component of an academic course of study, it is 
the intention that this business plan will actually be executed according to the planning, 
strategic, marketing and financial assumptions provided.  As such this document should 
be considered confidential, and not to be published or made available to any individual or 
organisation without the express permission of the business owner. 
This plan has been drafted to consolidate and outline the commercial, development and 
operational considerations in the development, launch and initial trading period of Black 
Dragon Recruitment Ltd in order to assess the commercial and technical feasibility of the 
project. 
This plan is not intended to provide a detailed insight into the creative and technical 
construction of the website.  Whilst some core functionality and technical details have 
been outlined in this plan as a demonstration of how competitive advantage will be 
derived, the detailed design and technical construction of the website will follow the 
assessment of the commercial feasibility. 
Neither is this plan designed to promote the business to external investors.  Owing to the 
cost strategy and finances already in place there is no requirement for further external 
funding at this point.  As such this this plan provides a balanced representation of all 
aspects of the project, rather than being gravitated towards the short and medium term 
commercial information required for demonstrating the financial viability of the project. 
This plan has been drafted for the benefit and use of the key stakeholders within the 
business, in order to understand the commercial and operational feasibility of the project 
and determine the key strategic priorities in the initial development and commercial 
priorities.  
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EXECUTIVE SUMMARY 
Black Dragon Recruitment Ltd is a new recruitment business that will launch their first 
service, a recruitment jobs board, on August 25th 2011.  The jobs board will exclusively 
advertise vacancies for analytical talent and, whilst the jobs board will have no 
geographic restrictions, the initial focus for advertisements will be those based within the 
M25 and predominantly within the City of London. 
Unlike many competitor websites, which have sought to deconstruct the entire 
recruitment process into a commoditised Lego-brick bucket of components, Black Dragon 
Recruitment Ltd will offer a full-service product in that anyone advertising a position on 
the website will have the ability to utilise several functions that would be charged for on 
competitor websites.  Further to this Black Dragon will be completely interlinked with all 
the major social networking platforms, such as Twitter, Facebook and LinkedIn and these 
will be used to communicate a range of information and opportunities between recruiters 
and users of the website. 
Black Dragon will seek to bring relevant innovation to the market through the effective 
use of multiple social networking platforms, an innovative pricing model designed to 
mediate unnecessary costs for the recruiting organisation, and embracing novel 
innovations such as video CVs. 
Black Dragon‟s target user is graduates from several academic disciplines with an 
analytical edge, such as graduates of mathematics, physics, economics/business studies; 
IT based disciplines and internet development, in addition to individuals already 
employed within analytical positions.  By targeting two very specific groups of individuals 
enables quite precise marketing activity to achieve maximum exposure to the target 
audiences. 
The website will be constructed using open source software and computer equipment 
already owned and, as such, the development costs can be kept to an absolute 
minimum.  Marketing and advertising costs will be kept to a minimum through reciprocal 
arrangements and effective targeted campaigns. 
The initial funding for the business of £12,500 has been taken from personal savings.  
First year revenues are forecast at £254,670 (7 months), generating a net profit of 
£162,870.  Year two (12 months) will see revenues increase to £429,521, generating a 
second year net profit of £201,790.  The CEO will initially own 87.5% of the business, 
with the other 12.5% owned by two silent partners.  After two years, the silent partners 
share will reduce to 7.5% with the 5.0% transferring back to the CEO. 
It is anticipated that the future development of the business will be funded entirely from 
the cash generated by the business, and no external financing will be required.
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BUSINESS PROPOSITION 
Background 
In 2008, having been made redundant from an Eleven year career with Deutsche Post 
DHL, I began the search for a new position that fitted my skill set and experience in 
operational performance management, business intelligence and management 
information systems.  Whilst there were a number of „general‟ websites that could be 
searched through, there was no specific website that were tailored to my skillset and 
experience.  Furthermore, when going for interviews – particularly with recruitment 
agencies – it was evident there was little understanding of the role or actual 
requirements for analytical positions, particularly within organisations where working 
with data and information was not a core part of the normal organisation skillset.  
Recruitment agencies aren‟t enthused by these positions as the relatively low salary of 
analysts results in a relatively low commission for their successfully filling the position, 
and organisations tend to blur the lines between various divisions by filling the voids with 
analysts to translate the inter-departmental requirements and information. 
Despite being recruited into British Airways PLC, and subsequently Virgin Atlantic Airways 
Ltd, the idea remained with me that there remained an opportunity to improve the 
recruitment of analytical talent into organisations. 
Concept 
Black Dragon Recruitment Ltd will begin life as an internet based jobs board, initially 
being focussed on the London market.  However, unlike the current jobs board industry, 
Black Dragon Recruitment Ltd will not be commoditised to the degree of the current 
industry; preferring instead to offer a more complete service product portfolio.  Further 
to this Black Dragon Recruitment Ltd will fully embrace social networking technology and 
more innovative recruitment solutions than has been embraced by the industry currently. 
Black Dragon Recruitment Ltd will be predominantly focuses on the advertising of 
vacancies by organisations seeking analytical talent, and clearly defining the boundaries 
between the differing analytical roles that are most demanded by organisations, namely; 
Commercial analysts 
Financial analysts 
Media analysts 
Operational analysts 
Systems analysts  
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Sources of Competitive Advantage 
Niche Target Market with Broad Appeal 
The role of analyst is quite broad, stretching over all industries yet demanding quite a 
specific set of skills.  By focussing on analytical roles the advertising, marketing and 
promotional activity can all be focussed through quite specific channels, whilst retaining 
the capability to generate significant volumes through both users and recruiters.  The 
fact that analysts are regularly junior-level positions within the organisation enables the 
specific targeting of students to enhance the user base, whilst also enables the promotion 
of graduate programs.  So whilst the term „analyst‟ is a niche, and will attract a specific 
recruiter and deliver a high relevance return for users, the term is sufficiently broad to 
drive the volumes to make the project commercially viable. 
Innovative Pricing Model 
The Black Dragon Recruitment Ltd pricing model will not be the traditional ‟30 day 
posting‟ model, preferred by all major competitors. Instead Black Dragon Recruitment 
Ltd will utilise an innovative pricing model, whereby the recruiter purchases a „core‟ job, 
which is a 5-day posting and will enable them to post a job on the website.  The recruiter 
can then purchase a number of top-up days to add to their core job post the job for any 
period of time between 6 and 59 days. 
The significant advantage of this for recruiters is the minimisation of wastage.   
Recruitment campaigns can be tailored to the length of the actual recruitment window, 
rather than a static 30 days.  The model will provide a great deal of flexibility for 
recruiters that they don‟t currently enjoy, such as if an advertisement is ended early the 
remaining „additional day‟ credits will be credited back to the client account and will be 
available to use in a future campaign. 
Further to this, discounts will be based on the total spend of the customer over a period 
of time, rather than the industry-traditional model of buying specifically quantities of 
individual components. 
Social Networking Connectivity 
Black Dragon Recruitment Ltd will interlink with all the major social networking 
technologies.  Users will have the ability to send details of advertisements to their 
Facebook, Twitter and LinkedIn contacts, in addition to uploading a video CV that will be 
made available to potential recruiters.  Recruiters will be able to promote their vacancies 
through these social media channels, in addition to viewing Video CVs of potential 
candidates. 
This innovative approach embraces how the target user group currently utilise the 
internet and digital social networks, and provides innovation new channels for recruiters. 
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‘Full Service’ Model 
Black Dragon Recruitment Ltd will not follow the highly commoditised strategies utilised 
within the industry at present.  Instead a number of the features that are commodotised 
by other jobs boards will be offered as part of the core service by Black Dragon 
Recruitment Ltd.  Where commoditisation does exist (such as previously explained, in the 
„Core‟ job pack and the „additional days) this is so for the benefit of the recruiter, not the 
commercial benefit of the website. 
For example currently all jobs boards currently charge for the creation of a profile page, 
whereas on Black Dragon Recruitment Ltd this will be part of the core service, and 
organisations will have the capability to build a profile page that will be displayed as and 
when they have active jobs on the website.  
The fundamental principle is that Black Dragon Recruitment Ltd is designed with the 
entire aim of aiding recruiters get maximum exposure and maximum, relevant 
applications as quickly as possible, and this simply won‟t happen with a complex pick-
and-mix of promotional tools and channels. 
Service Overview 
The services can be fundamentally split into two; the services that are developed and 
offered to users (jobseekers), and those services developed and offered to organisations 
(recruiters). 
Generic Services 
All users will have access to a range of generic information, generally available to the 
public, including; 
 The ability to view all the jobs available on the website, and a précis of each 
specific role (when clicked through) and the ability to forward that précis to any 
of their contacts in Twitter, Facebook or LinkedIn (provided they have an active 
account, and can log into the social network platform).  Jobs will be searchable 
and filterable dependant on a range of information provided by the recruiter, 
such as salary band, industry, geographic location… 
 The opportunity to register with the jobs board, either as a jobseeker or as a 
recruiter. 
 The option to view information on Black Dragon Recruitment Ltd, including a 
contact form. 
 Access to key product information, including the rate cards for potential 
recruiters, terms and conditions of usage and other generic information 
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Registered User Services 
Once registered with the website, jobseekers will have the opportunity, in addition to the 
functionality listed above, to undertake all of the following functionality for free of 
charge; 
 Build a profile page, managed through an interactive dashboard, detailing their 
personal and contact information, academic and career history.  The user will also 
have the capability to upload a variety of documents including letters of 
application, CV‟s, images of documents and qualifications, transcripts and video 
CV‟s to provide to recruiters 
 The ability to view full job descriptions and apply for suitable positions and track 
their application status through their dashboard. 
 The opportunity to set up specific searches, and receive notifications (either 
periodically or on demand) when and advert matching their requirements are 
posted. 
 Use of the mobile application, providing full access and functionality of the user 
dashboard and all the above functionality. 
 Report inappropriate or inaccurate content 
Recruiter-based Services 
Once registered with the website recruiters will have the following functionality. 
Core Functionality 
 Create and save a profile page, which will be live whenever the recruiter has a job 
posted, providing corporate information. 
 Save payment details 
 View their account status and available credits through a dashboard, including 
details of their historic recruitment activity, and manage their current and planned 
recruitment activity. 
 Store a number of advertisement templates 
 Contact Black Dragon Recruitment Ltd through a dedicated email account to 
report any issues 
Recruitment Functionality (when sufficient credit permits) 
 Post and manage an advertisement on the website, such as freezing an 
advertisement for up to 120 hours. 
 Promote an advertisement through enhancing either the recruiters‟ presence, or 
the advertisement‟s presence, on the front page or specific pages of the website, 
sending details of the vacancy to appropriate candidates via email and/or social 
networking channels and promoting the vacancy through social networking 
channels. 
 Access a database of candidate profiles, and their text and video CVs
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MARKET RESEARCH 
Summary 
Black Dragon Recruitment Ltd will face both direct competition from other internet based 
jobs boards, in addition to substitute and other forms of competition from print media 
and other information distribution channels, such as mobile apps.  It is entirely 
reasonable to expect that the development and emergence of traditional print media 
products on mobile devices, such as the iPad and Kindle devices will generate resurgence 
in advertisement revenues for print media.  This will no doubt be more accentuated by 
infrastructural technology advances, such as wireless internet availability on the 
underground network and on short-haul aircraft.  As such, whilst the current research 
points heavily towards jobs boards dominating the current recruitment market, there 
potential for the market to change very rapidly pose a significant opportunity. 
It is clear that recruiters are looking to recruit across multiple platforms and through 
multiple channels to generate the maximum amount of interest in a role within the 
shortest space of time.  
There is a clear strategy by the larger organisations to utilise a network of smaller 
specialist sites to increase the relevance to users, and enable the smaller organisations to 
target their marketing and promotional activity to specific geographic and media 
channels.  This strategy will also enable the larger organisations to promote on the 
strength and portfolio of the umbrella organisation, and exploit the significant economies 
of scale that exist, such as website development costs, web-server costs and promotional 
activities. 
Conclusions 
 Users want smaller, specialised sites rather than having to perform intricate 
searches through a websites containing portfolio of vacancies 
 Users are looking for jobs boards to return advertisements that are relevant to 
them, rather than fishing for speculative applications with the inclusion of low-
relevance advertisements 
 Communications to users are becoming increasingly dynamic through the 
utilisation of new media channels, such as mobile „apps‟ and the utilisation of 
devices such as the iPad. 
 Recruiters are looking to fill posts as quickly as possible, with minimal cost 
overheads.  This means having the capability to search databases of existing 
clients quickly in addition to reaching out to a large, highly relevant population of 
potential applicants quickly.  
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Target Customer Research 
In order to determine the scope of 
www.blackdragonrecruitment.com, and 
how far the net was cast in terms of 
catching a sufficient pool of jobs so as 
to make the site attractive to potential 
users, the first piece of analysis looked 
at the geographic spread of jobs 
relevant to Black Dragon. 
The table above clearly indicates that 
there is a significant concentration of analytical roles specifically within the London area, 
with between 50 and 60% of all 
advertisements being London based.  
This piece of research also provides 
some insight into the size of the market, 
with over 35,000 analytical 
advertisements for London in every 
period. 
If those London-based vacancies are 
broken down by the various industry 
factions a clear trend towards three 
specific industries, namely Finance, Consulting and IT is identifiable. 
If the data is subsequently broken down by the type of recruiter, be they a private 
company, recruitment agency, charity 
or other organisation again there are 
distinct areas which can be targeted 
with a greater likelihood of success.  
This analysis clearly indicates that there 
are large pools of analytical talent 
demanded within very specific industry 
and geographic proximity, enabling the 
very clear targeting of these specific 
markets. 
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Target User Research 
In a study of some 229 individuals it was discovered that some 84% are looking at new 
jobs either occasionally or frequently.  
Further questioning revealed that this 
was largely driven either by their 
current employment status, or by 
insecurities about their current 
employment.  The employment market 
is in a high state of flux at present; 
there is no doubt that many 
organisations currently face 
exceptionally difficult operational and 
financial conditions.  It was interesting to note that within the Financial Services industry 
the confidence levels (confidence being 
measured as the rate of individuals 
who believe their employer has no 
intention of making them redundant, or 
withholding financial rewards) we 
significantly more robust than other 
industries, particularly those employed 
within Government and Public Bodies. 
When asked specifically about their job 
searching habits the internet 
dominated, with over 90% of respondents using the internet to undertake their job 
searches.  Within this nearly half 
regularly received emails from 
recruitment agencies and jobs boards, 
but 75% of respondants delete these 
mails immediately without reading them 
– claiming that the email was either too 
„busy‟ (too many jobs posts, or too 
much promotion or advertising 
material) or the positions rarely 
matched their profile.  
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Competitor Research 
In terms of absolute 
number of advertisements 
there is a clear market 
leader, in „Totaljobs‟, who 
have roughly 5 times the 
number of vacancies 
advertised than the next 
competitor.  However it is 
important to note that 
„Totaljobs‟ is a 
consolidated list of over 
30 different recruitment jobs boards, each specialising in a specific branch of recruitment 
either by industry of role specific.  Indeed „Cityjobs‟ is part of the „Totaljobs‟ group, 
specialising in the recruitment of finance orientated professionals in London. The 
„Totaljobs‟ group and the „Trinity Mirror Group‟ between them operate over 100 jobs 
boards. 
Whilst all of the current jobs boards have quite traditional methods of communication 
and advertising, and all have the capability for an organisation to post a video 
advertisement, none have „embraced‟ social media.  None of the big players allow users 
to share advertisements through Facebook, Twitter or LinkedIn, or enable recruiters to 
promote through these channels.  Neither do any of the jobs boards identified accept or 
promote video CVs by individuals. 
The industry standard price for jobs boards is £99 for a single job posting, with national 
print media charging 
significantly more 
(guardian.co.uk = £450 per 
week for a simple text listing).  
However the market is 
significantly commoditised, with 
advertisers able to purchase 
additional promotional and 
recruitment services from the 
jobs boards for various 
amounts, an example of which is outlined in the example taken from the Guardian‟s 
online rates. 
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BUSINESSS STRATEGY 
Mission Statement 
Black Dragon Recruitment Ltd will become the market leader in the recruitment of 
analytical talent, by providing innovative and complete solutions that are entirely 
focussed on improving the recruitment experience for our clients and jobseekers.  
Business Objectives: @ Launch, Year One & Year Two 
Objectives: @ Launch (25/08/2011) 
 Both the website and mobile application to be fully functional at launch in August 
2011 
 To develop and deliver an effective marketing campaign to at least 50 London-
based key potential clients. 
 To have delivered at least 1,000 promotional emails to potential clients 
 To promote the website to at least 200 UK based universities, and a further 50 
international universities 
Objectives: Year One (25/08/2011 to 31/03/2012) 
 To achieve revenues of at least £200,000 
 To keep costs below £80,000 
 To maintain at least 120 jobs on the website at any time, whilst maintaining an 
average of 150 jobs during the course of the entire year. 
 To increase the number of active registered users to at least 10,000 
 Implement a customer satisfaction monitoring system 
Objectives: Year Two (01/04/2011 to 31/03/2012) 
 To achieve revenues of at least £400,000 
 To keep costs below £200,000 
 To increase the average number of jobs to 175 throughout the course of the year, 
whilst maintaining at least 130 jobs on the site at any point in time 
 Increase the number of active registered users to at least 20,000 
 Improve customer satisfaction by at least 15% of gap. 
 Regional launches in Birmingham, Bristol, Edinburgh, Manchester and Nottingham 
Objectives: Year Three (01/04/2012 to 31/03/2013) 
 To achieve revenues of at least £500,000 
 To keep costs below £150,000 
 To increase the average number of jobs to 200 throughout the course of the year, 
whilst maintaining at least 150 jobs on the site at any point in time 
 Increase the number of active registers users to at least 40,000 
 Improve customer satisfaction by at least 15% of gap. 
 Grow non-London vacancies by 50% 
 Begin planning for first full recruitment agency 
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STRATEGY 
Development & Launch Strategy 
 Bootstrapping Development 
The website will be developed utilising open source software, enabling the initial 
development costs to be kept to an absolute minimum.  Open Source software will be 
used to develop the website, with a plethora of expertise and source code freely 
available around the web to undertake 90% of the functionality of the website, whilst 
the remaining 10% can be sourced through more specialist channels. 
With significant experience in the design and construction of relational databases 
alongside significant experience in graphic design and typography, the business 
already has the skills in house that are necessary to develop the site. 
The added bonus of this approach will be the development of the site will focus on the 
core functionality and interface, rather than the inappropriate and unnecessary 
inclusion of technology and functionality that would add cost with minimal return on 
investment during the start-up phase. 
 Reliable Hosting 
Website reliability is going to be critical in the early stages, with minimum potential 
exposure to dropouts or lag.  This will be critical to particular aspects of the site, such 
as the search functionality and the streaming of Video CVs which, as a novel 
innovation, have to be delivered comprehensively well.  Moreover, a hosting provider 
who is willing to manage the site from a technical point of view, ensuring that all the 
business resource can be focussed on developing and increasing the content of the 
site. 
To this extent a hosting company in Nottingham called „CWCS‟ have been identified as 
the best potential hosts, given their award-winning reliability, service and hosting 
packages and their focus on maintaining connectivity to the web. 
 Focussed Initial Candidate Registration 
To drive the initial target user visits to the site, which (because of the determined 
launch date) will predominantly be recent graduates, a novel competition will be 
promoted through the respective Universities and associated social networks.  In 
return for registering on the site between 25/08/2011 and 25/09/2012 and actively 
using the site during this time, the user will be entered into a competition to win a 
substantial prize. 
The links with the social media tools will enable the registration to Black Dragon 
Recruitment Ltd website to be published through their Twitter, Facebook and LinkedIn 
profiles, potentially generating secondary registrations from friends, peers and 
colleagues. 
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The competition will have to be substantial enough to compel people to register. 
Pricing Strategy 
As previously discussed, the Black Dragon Recruitment Ltd is innovative for this market 
as it bundles a lot of the services that have been commoditised by other jobs boards, and 
deconstructs the core „job offering‟ to enable greater flexibility for recruiters. 
The strategy is principally increase the discounts available dependent on the total spend 
with the website, whilst offering standardised discounts to organisations that are often 
inflicted with tight budgetary constraints, such as charities, educational establishments, 
Governments, local councils and NHS organisations. 
Generic Pricing Policies - Discounts 
 All registered charities will and NHS organisations will receive a 30% discount on 
the published prices for all products and product bundles. 
 All registered educational establishments will receive a discount of 30% on the 
published prices. 
 Universities can earn a 75% discount by providing a ½ page advertising space in 
their respective graduation programmes, in addition to an advertisement within 
the graduation section of their website between March and August. 
 All Government departments and local councils (except the NHS, which is 
previously covered) will receive a 20% discount on the published prices. 
Price listings 
 A breakdown of the individual product components can be found in appendix C. 
The quantity purchased (and thus rate) is not determined by the individual 
transaction, but by historic transactions within a rolling 100-day window 
Qty 01 – 09 10 – 19 20 – 24 24 - 49 50+ 
Core Job Adverts £50.00 £45.00 £37.50 £30.00 £22.50 
 
Qty 01 – 24 25 – 49 50 – 74 75 – 99 100+ 
Additional Days £5.00 £4.50 £3.75 £3.00 £2.25 
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Supplemental Recruitment Tools 
Historical BDR Spend (annual)>> <£1,000 <5,0000 <10,000 <25,0000 >25,000 
GRC 
(Graduate Recruitment Campaign) 
£800 £720 £600 £480 £360 
CV Database Access (100 Days) £1,500 £1,350 £1,125 £900 £675 
Run-of-site Advert (24 hours) £100 £90 £75 £60 £45 
„Reach Out‟ (per reach) £100 £90 £75 £60 £45 
„The Package‟ (per package) £600 £540 £450 £360 £270 
„The Package‟ + CV Database 
(per package, 5 Days CV DB Access) £1,000 £900 £750 £600 £450 
Business Strategy 
 ‘Full Service’ Job board solution 
By offering a full service, rather than the commoditised approach widely adopted within 
the industry, in combination with the flexibility of the pricing model for core products 
renders Black Dragon Recruitment Ltd an outstanding value for money solution, without 
compromising on quality. 
It is clear, from the significant development that other jobs boards have engaged in to 
deconstruct the product into commoditised components and the subsequent promotion of 
the individual components, that recruiters utilise several of these components with every 
transaction and thus the jobs boards have recognised this and have reacted accordingly. 
However many of these „value-adding‟ ancillary services have little or no costs associated 
with them, certainly enabling the company to have a profile page within the site does not 
cost the several hundred pounds that the industry currently demands for this component.  
These values bear no reality to any costs, but the value perceived by the industry and 
this, like most industries, is where the prophecy has become self-fulfilling. 
Offering a full service, where many of these ancillary items are included within the core 
product, will provide the recruiter with real value for money without adding any 
significant impact to the profit forecast for Black Dragon Recruitment Ltd. 
 Target large recruitment organisations, multinational financial institutions and central 
government 
There are several distinct advantages in targeting the big players first.  The first is that 
the larger recruiters often use several platforms through which to attract applications, 
and in addition to their own resources will often use multiple external sources to expedite 
the recruitment process thereby reducing the operational and financial disruption of 
succession planning. 
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The second distinct advantage is that larger organisations are often more generous in 
their remuneration and training packages which, in a time when students are burdened 
with additional levels of personal debt, will provide significant assurances to individuals 
embarking into junior positions within organisations. 
There is the simple fact that larger recruitment agencies, corporates and central 
government have the largest recruitment demands, with higher turnover of staff and 
formalised recruitment processes. 
Thus the pursuit of larger organisations offers two succinct benefits.  The first is that they 
offer the greatest density of quality applications, and the second is that these 
organisations attract applications from the brightest talent. 
Jobs boards are a self-fulfilling prophesy.  If there are good quality vacancies, there will 
be good quality candidates and where there are outstanding candidates, organisations 
will seek to recruit from.  It is therefore critical that Black Dragon Recruitment Ltd is 
launched with a portfolio of quality roles from a range of reputable companies, in order to 
drive the subscription of quality candidates. 
 Offer impeccable customer service 
Internet businesses appear as remote from either their customer or their user, after all 
when was the last time you spoke to someone at Google, Amazon, Facebook, or any jobs 
boards.  They are a silent partner in the life – particularly the user, but also increasingly 
the customer. 
Black Dragon Recruitment Ltd will endeavour not to be so silent.  Both users and 
recruiters will be surveyed regularly to understand the underlying issues affecting both 
and seek to improve the customer experience in these areas.  Further to this both users 
and recruiters will receive a quarterly newsletter that will outline their utilisation of the 
website over the period, in addition to other news, promotional activity and relevant, 
quality articles. 
Black Dragon Recruitment Ltd will also utilise the social networking channels not just to 
promote new advertisements, but also to engage with both our users and recruiters – 
congratulating them on their successes and engaging with them on a professional social 
level. 
Black Dragon Recruitment Ltd will also contain a platform of outstanding reference 
material for both recruiters and users, providing insight into the latest recruitment trends 
– such as salary trackers, assistance in recruitment processes – such as writing 
application letters and CVs, preparing video CVs and designing effective profile pages for 
recruiters. 
Black Dragon Recruitment Ltd will be about engagement, not just recruitment.
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FINANCIAL PROJECTIONS 
24 Month Cash Flow Analysis 
 
Comments; 
 The deviation in the „Sales from Operations‟  for the September – November window is to accommodate additional sales generated 
by postgraduate recruitment by financial institutions, which traditionally closes to applications in December / January. 
 The upsurge in „Web Hosting‟ Costs from August 2011 is to enable an upgrade from a basic hosting package, where the holding 
page will be parked to a package that has the capacity to deal with the traffic and content anticipated for the site. 
 The „Web Development‟ budget provides for the first major review of the functionality and design of the site, and will be 
undertaken by a (yet to be determined) agency.  Whilst the budget has been set for August 2012, it is anticipated the work will 
begin in April 2012, to be completed and live by August 2012. 
 The „Business Administration Costs‟ include costs such as the use of a virtual office, the registration of the business, insurance, 
accountancy and legal fees.
Apr 2011 May 2011 Jun 2011 Jul 2011 Aug 2011 Sep 2011 Oct 2011 Nov 2011 Dec 2011 Jan 2012 Feb 2012 Mar 2012 Apr 2012 May 2012 Jun 2012 Jul 2012 Aug 2012 Sep 2012 Oct 2012 Nov 2012 Dec 2012 Jan 2013 Feb 2013 Mar 2013
Starting Balance £ 0 £ 12,450 £ 12,400 £ 10,350 £ 5,175 £ 20,390 £ 41,915 £ 63,440 £ 86,085 £ 108,730 £ 131,375 £ 154,045 £ 91,045 £ 106,665 £ 128,685 £ 151,670 £ 174,655 £ 166,075 £ 192,470 £ 218,865 £ 245,260 £ 212,940 £ 240,310 £ 266,928
Sales from Operations £ 0 £ 0 £ 0 £ 0 £ 25,965 £ 32,675 £ 32,675 £ 33,795 £ 33,795 £ 33,795 £ 33,820 £ 28,150 £ 28,150 £ 34,550 £ 35,515 £ 35,515 £ 28,950 £ 38,925 £ 38,925 £ 38,925 £ 39,900 £ 39,900 £ 39,148 £ 31,118
Investment £ 12,500 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0
TOTAL CASH INFLOWS £ 12,500 £ 0 £ 0 £ 0 £ 25,965 £ 32,675 £ 32,675 £ 33,795 £ 33,795 £ 33,795 £ 33,820 £ 28,150 £ 28,150 £ 34,550 £ 35,515 £ 35,515 £ 28,950 £ 38,925 £ 38,925 £ 38,925 £ 39,900 £ 39,900 £ 39,148 £ 31,118
Web Hosting (£ 25) (£ 25) (£ 25) (£ 25) (£ 1,000) (£ 1,000) (£ 1,000) (£ 1,000) (£ 1,000) (£ 1,000) (£ 1,000) (£ 1,000) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050) (£ 1,050)
Web Development £ 0 £ 0 £ 0 (£ 1,000) £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 (£ 25,000) £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0
Subscriptions £ 0 £ 0 £ 0 £ 0 (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750)
Marketing and Advertising £ 0 £ 0 (£ 2,000) (£ 2,000) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,500) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750) (£ 2,750)
Transportation £ 0 £ 0 £ 0 (£ 200) (£ 400) (£ 400) (£ 400) (£ 400) (£ 400) (£ 400) (£ 400) (£ 400) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500) (£ 500)
IT and Communications (£ 25) (£ 25) (£ 25) (£ 750) (£ 750) (£ 750) (£ 750) (£ 750) (£ 750) (£ 750) (£ 750) (£ 750) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900) (£ 900)
Merchant Banking Costs £ 0 £ 0 £ 0 £ 0 (£ 1,100) (£ 1,500) (£ 1,500) (£ 1,500) (£ 1,500) (£ 1,500) (£ 1,500) (£ 1,500) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650) (£ 1,650)
Business Administration Costs £ 0 £ 0 £ 0 (£ 1,200) (£ 200) (£ 200) (£ 200) (£ 200) (£ 200) (£ 200) (£ 200) (£ 200) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220) (£ 220)
Salaries £ 0 £ 0 £ 0 £ 0 (£ 2,000) (£ 2,000) (£ 2,000) (£ 2,000) (£ 2,000) (£ 2,000) (£ 2,000) (£ 2,000) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400) (£ 2,400)
Dividends £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 (£ 80,000) £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 £ 0 (£ 100,000)
Tax Liabilities £ 0 £ 0 £ 0 £ 0 (£ 300) (£ 300) (£ 300) (£ 300) (£ 300) (£ 300) (£ 300) (£ 300) (£ 310) (£ 310) (£ 310) (£ 310) (£ 310) (£ 310) (£ 310) (£ 310) (£ 60,000) (£ 310) (£ 310) (£ 310)
TOTAL CASH OUTFLOWS (£ 50) (£ 50) (£ 2,050) (£ 5,175) (£ 10,750) (£ 11,150) (£ 11,150) (£ 11,150) (£ 11,150) (£ 11,150) (£ 11,150) (£ 91,150) (£ 12,530) (£ 12,530) (£ 12,530) (£ 12,530) (£ 37,530) (£ 12,530) (£ 12,530) (£ 12,530) (£ 72,220) (£ 12,530) (£ 12,530) (£ 112,530)
CASH POSITION ADJUSTMENT £ 12,450 (£ 50) (£ 2,050) (£ 5,175) £ 15,215 £ 21,525 £ 21,525 £ 22,645 £ 22,645 £ 22,645 £ 22,670 (£ 63,000) £ 15,620 £ 22,020 £ 22,985 £ 22,985 (£ 8,580) £ 26,395 £ 26,395 £ 26,395 (£ 32,320) £ 27,370 £ 26,618 (£ 81,412)
CLOSING BALANCE £ 12,450 £ 12,400 £ 10,350 £ 5,175 £ 20,390 £ 41,915 £ 63,440 £ 86,085 £ 108,730 £ 131,375 £ 154,045 £ 91,045 £ 106,665 £ 128,685 £ 151,670 £ 174,655 £ 166,075 £ 192,470 £ 218,865 £ 245,260 £ 212,940 £ 240,310 £ 266,928 £ 185,516
CASH INFLOWS
CASH OUTFLOWS
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2 Year Balance Sheet 
 
Comments 
 There is a significant amount allowed within the balance sheet for 
goodwill, enabling the business capitalise on otherwise intangible 
value, such as the value of the CV Database and the functionality 
and interaction with Social Networking Platforms, that exists within 
the business.
31/03/2012 31/03/2013
Cash and Cash Equiva lents £ 175,370 £ 357,413
Computer and IT Equipment £ 5,000 £ 6,500
Goodwi l l £ 25,000 £ 35,000
TOTAL ASSETS £ 205,370 £ 398,913
Accounts  Payable (£ 12,600) (£ 13,860)
Tax & NI Payable (£ 2,400) (£ 63,410)
Dividend Payments (£ 80,000) (£ 100,000)
Lease Obl igations (£ 7,200) (£ 7,500)
Common Stock (£ 22,500) (£ 22,500)
Retained Earnings (£ 80,670) (£ 191,643)
TOTAL LIABILITIES (£ 205,370) (£ 398,913)
Property and Equipment (at Cost)
Current Assets
Current Liabilities
Shareholders Equity
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2 Year Income Statement 
 
Comments 
 The Net Sales for 2011/12 only take into account the August 2011 – April 2012 
window, as the business does not go live until 25th August 2011. 
 The relatively modest salary payments are offset by a more significant dividend 
payment, which is tied to the performance of the business.  As such this 
motivates sales performance, cost control and other positive business behaviours. 
 The transport costs accommodate the costs of commuting into London by rail, 
alongside running a car to commute to customers further afield where customers 
are less accessible by public transport. 
 Subscription costs include the registration and use of advanced features within 
LinkedIn, in addition to other trade press, websites and premium access to other 
recruitment tools and platforms.
Net Sales £ 254,670 £ 429,521
Web Hosting (£ 8,100) (£ 12,600)
Salaries (£ 16,000) (£ 28,800)
Cost Of Sales (£ 24,100) (£ 41,400)
GROSS INCOME
Business Administration Costs (£ 2,800) (£ 2,640)
IT and Communications (£ 6,825) (£ 10,800)
Marketing and Advertising (£ 24,000) (£ 33,000)
Merchant Banking Costs (£ 11,600) (£ 19,800)
Subscriptions (£ 20,000) (£ 33,000)
Transport (£ 3,400) (£ 10,800)
Selling, General and Administrative Expenses (£ 68,625) (£ 110,040)
OPERATING INCOME
Other Income and Expenses (£ 1,000) (£ 25,000)
PRE-TAX INCOME
Taxes (£ 2,400) (£ 63,410)
NET INCOME
£ 160,945 £ 253,081
£ 158,545 £ 189,671
2011 - 2012 2012 - 2013
£ 230,570 £ 388,121
£ 161,945 £ 278,081
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Break-Even Analysis 
Comments 
 A „Typical‟ advertisement would generate £41.25 revenue per advertisement. 
 239 „Typical‟ advertisements would have to be sold during an average month for 
the website to break even.  As a flash statistic; as this is written there are 
currently 13,410 jobs on „Totaljobs.co.uk‟ that match the keyword „Analyst.  This 
would mean that the business needs to capture 1.95% of Totaljobs market for 
that specific keyword to break even. 
 Because of the nature of the business the only variable cost are the merchant 
banking fees, which are calculated on a per transaction cost.  As such, the fixed 
costs dominate the break-even analysis, with the variable costs only adding a 
small incremental amount on top of the fixed costs. 
 The benefit of this scenario is that there is a clear „line in the sand‟ which must be 
crossed each month to ensure the business breaks even, after which (nearly) the 
entire revenue of each sale is profit.
£0
£1,000
£2,000
£3,000
£4,000
£5,000
£6,000
£7,000
£8,000
£9,000
£10,000
£11,000
£12,000
£13,000
£14,000
£15,000
 -  2
5
 5
0
 7
5
 1
0
0
 1
2
5
 1
5
0
 1
7
5
 2
0
0
 2
2
5
 2
5
0
 2
7
5
 3
0
0
 3
2
5
 3
5
0
Variable Costs
Fixed Costs
Revenue
23 |  P a g e
 
ORGANISATION OVERVIEW 
Mark Johnson: Owner 
Mark is the founder of Black Dragon Recruitment Ltd, having initially designed the 
concept and been responsible for the construction of business to date. 
Having left school at 16, Mark spent a brief period of time in the British Army where he 
was first introduced into the concept of analysing data to produce intelligence and spent 
further 4.5 years with the British Army manipulating geographic data and information to 
produce both manual and digital geo-spatial intelligence products.  Mark then joined DHL 
Worldwide Express, fulfilling a range of analytical, senior analytical and leadership roles 
in Management Information and Business Intelligence, Operational Performance 
Management and process re-design during an 11-year career that concluded in 2008.  
Subsequently Mark has spent a year with British Airways undertaking commercial 
analysis and revenue management, and further time with Virgin Atlantic Airways 
developing their Management Information systems and formalising their operational 
process management. 
Mark has over 15 years‟ experience in running projects to construct, manipulate and 
utilise effective data to build powerful management information and business intelligence 
platforms, and then utilise the intelligence derived to reach and execute sound 
operational and commercial decisions. 
Mark has also recently completed his studies towards a Master‟s in Business 
Administration (MBA) from the outstanding Nottingham University Business School. 
The concept for Black Dragon arose following the departure from DHL, when searching 
for a new position it became increasingly clear that analytical roles were not very well 
understood by the recruitment market.  Recruitment agencies generally were not 
interested by them, as the relatively low salaries (benchmarked against the other 
positions within the same organisations for which they were recruiting) returned poor 
commissions and as such the talent pool and recruiting organisations have been 
generally poorly served by the recruitment market to date. 
Mark has developed a considerable understanding of the technical, professional, cognitive 
and interpersonal skills required to become an outstanding analyst and employee, and 
can therefore utilise this knowledge to assist organisations develop effective briefs and 
recruitment campaigns to attract a relevant candidate base.  Further to this Mark has 
developed a succinct understanding of business and leadership, having at all levels of the 
organisation, from the warehouse floor through the global headquarters of three (DHL, 
British Airways and Virgin Atlantic Airways) outstanding brands. 
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Key Suppliers 
CWCS Web Hosting Limited 
www.cwcs.co.uk 
When determining where and how to host Black Dragon Recruitment Ltd there were 
several critical shopping items; 
 Affordability and scalability – the ability to ramp up the capacity of the website 
quickly should the need arise, without being onerous on the costs at the front 
end. 
 State-of-the-art technology – the host had to demonstrate investment in keeping 
up with technology.  As the web becomes ever-more interactive the speed of 
websites is critical to retaining a strong user base.  Moreover the web host had to 
offer flexibility in the technology used, with the capability to switch between 
development technologies quickly and simply 
 Managed hosting – It was critical that the web host could manage the site; in 
effect keep it on the web and take care of system and platform upgrades, 
effectively freeing up resources to concentrate on the „business‟ side of selling and 
managing clients. 
 Reliability – Keeping the website online 
CWCS are a Nottingham-based web-hosting company who can offer significant 
experience and case studies supporting their ability to deliver all of the above.  CWCS 
have won several awards, not only for their web-hosting capabilities, but for their 
customer service and reliability. 
As the business has no-one who is particularly internet back-end savvy, it was essential 
that CWCS could be trusted to ensure the website is up and stays up without too much 
technical feedback from the business. 
Shareholders 
The shareholding for Black Dragon Recruitment Ltd is split into two; 
 Mark Johnson evolved the concept of the business, will be launching the business 
and will be responsible for the day-to-day management of the business, and 
retains an 87.5% stake in the business which will increase at the end of the 
second year to 92.5%. 
 Mrs P. Mozley and Mr I. Mozley have financially supported the project, for which a 
12.5% stake in Black Dragon Recruitment Ltd has been returned to them.  This 
stake is conditional, in that they may not sell this holding to anyone without first 
offering the principal stakeholder the opportunity to purchase the stake at a fair 
market price.  Further to this, after the end of the second year their stake holding 
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will reduce to 7.5%, with the 5% transferring back to Mark Johnson however the 
division of the net profit will remain the same (as detailed below) following the 
stock transfer. 
 50% of net profits achieved by Black Dragon Recruitment Ltd will be returned to 
the shareholders in the form of a dividend, based upon the shareholding.  This will 
result in the following payments to the named shareholders; 
 Mr Mark Johnson (87.5%) = 43.75% of net profits 
 Mr I Mozley  (6.25%) = 3.125% of net profits 
 Mrs P Mozley  (6.25%) = 3.125% of net profits 
The remaining 50% of the net profits will be retained earnings, kept within Black Dragon 
Recruitment for future investment.  
Salaried Employees 
Black Dragon Recruitment Ltd will have a single employee at inception and whilst the 
jobs board is in development and launched (namely the CEO), after which the 
requirements will be evaluated on a periodic basis. 
Given the dividend arrangements for the organisation, the salary for the CEO will be 
modest but enable the CEO to concentrate without distraction on the development of the 
business. 
The salary for the CEO will be; 
2011 – 2012: £16,000 (pro-rata) 
2012 – 2013: £28,800 
The performance incentive for the CEO is derived from the dividend arrangements 
outlined earlier in this document. 
Administration 
Structure 
Black Dragon Recruitment Ltd will be registered with Companies House as a private 
limited company, and will be registered for VAT with HMCE. 
Location 
Black Dragon Recruitment Ltd will initially be registered to virtual offices in Redhill, 
Surrey.  The virtual office provides a low cost solution to a number of issues, namely; 
 A Clause in my residential tenancy contract prevents the registration of a business 
at my residential premises. 
 It provides a more professional ebb to the management of the business, by giving 
the appearance to having offices rather than being a „cottage‟ home-based 
business. 
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 The virtual office provider also provides a number of ancillary products, such as 
mail, telephone and fax forwarding and the ability to utilise real office and 
meeting spaces when required. 
 The virtual office enables overheads and capital expenditure during the initial 24 
months to remain low, and has minimal contractual and logistical exposure should 
the business be relocated during this period. 
Banking 
Black Dragon Recruitment Ltd will use HSBC bank to undertake all merchant and 
business banking functions for the initial 24 months, after which time the service and 
pricing will be reviewed.  Given the significant impact of merchant banking fees on the 
cash flow of the business it is critical that competitive rates are identified and exploited, 
although it is accepted that, whilst in the period immediately subsequent to launch, the 
new business is somewhat at the mercy of the banks until an established and regular 
trade pattern can be determined. 
Trademarks 
The Black Dragon Recruitment Limited logo will be registered as a trademark of the 
company, and remain the property of the company.  All imagery provided by 
organisations for use on the website will be pre-cleared for decency and copyright 
ownership prior to being published. 
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RISK ANALYSIS 
REF STAGE RISK 
RISK ASSESSMENT 
ACTIONS 
FINANCIAL OPERATIONAL GOODWILL 
1. Design and 
Development 
Technological platform is 
not supported by the 
hosting company (service 
provider) 
Site launch potentially 
delayed 
Sourcing a new hosting 
company at less preferable 
rates 
Site may have to be 
redesigned to conform 
with the requirements of 
the hosting company 
Site has reduced 
capability/functionality 
Reliability of site exposed 
to questionable integrity 
Any marketing activity 
based on functionality or 
launch date could be 
jeopardised 
Discuss design and 
technology plan with 
service provider at the 
initial stages of the site 
design planning phase, and 
provide details of changes 
to technology 
(software/hardware) used. 
2. Sales and 
User 
engagement 
Insufficient advertisements 
on the website at launch 
causes user disinterest and 
reduces traffic retention 
Insufficient user traffic at 
launch causes an 
unreasonable response 
rate to the client 
advertisement 
Client retention may be 
severely compromised, 
reducing potential future 
revenue streams 
None Failure to deliver 
reasonable traffic levels 
will negatively impact on 
the reputation of the 
website, with both the 
client and the user-base in 
addition to the market in 
general 
Ensure there are 
reasonable traffic levels at 
launch through focussed 
promotional activity, 
attracting users to the site. 
Encourage retention 
through engagement 
products, such as jobs by 
email and social networking 
activity. 
3. Sales and 
User 
engagement 
Insufficient CV‟s collated to 
market a commercial CV 
database 
Unable to launch CV 
Database as a 
commercially viable 
product, removing the 
revenue stream from the 
forecasts 
None Failure to deliver a 
commercially viable CV 
Database will negatively 
impact on the reputation 
of the website 
The CV Database will not be 
marketed as a commercial 
product, or bundled with 
other products, until there 
are sufficient CVs available 
to render it a commercially 
viable product 
The potential for using a 3rd 
party CV database will be 
investigated if the take-up 
rate continues to fall short 
of expectations 
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APPENDICES 
Appendix A: Financial Planning Assumptions 
Financial Periods 
Year One: 01st April 2011 to 31st March 2012 
Year Two: 01st April 2012 to 31st March 2013 
Year Three: 01st April 2013 to 31st March 2014 
The business will begin trading on 25th August 2011 
Currency 
This plan is drafted entirely in GBP.  In the event that the business begins to engage in 
business in territories where other currencies are in use then these will be converted to 
GBP at a daily rate to be determined by the bank.
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Appendix B: Market Research Methodology 
General 
All the market research was conducted between 07th August 2010 and 09th October 2010.  
Industry and Competitor Web Tracking 
Once a week, during the period outlined above, a number of specific websites were 
monitored for their results when searched with a specific query, including; 
 Number of results returned when the keyword „Analyst‟ was searched 
 Number of results returned when the keyword „Analyst‟ was paired with the 
geographic location „London‟. 
 Industry categorisation of the recruiter, i.e. “I.T.”, “Public Services” etc. 
 Role of the advertisement, i.e. Systems, Finance, Operations etc. 
The sites analysed were; 
www.indeed.co.uk 
www.totaljobs.co.uk 
www.monster.co.uk 
www.jobsite.co.uk 
jobs.guardian.co.uk 
www.michaelpagefinancial.co.uk 
www.cityjobs.co.uk 
www.roberthalf.co.uk 
www.hays.com 
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User Market Survey 
During the aforementioned period a survey was conducted, using the online surveying 
tool „surveymonkey.com‟ to capture the utilisation of jobs boards by a number of people.  
In total 335 individuals completed the survey, from which 229 fitted the profile of the 
target user during the initial 24 months of the business inception. 
The specification for the survey specifically requested that only individuals who were (or 
had recently been) employed within analytical organisations, or students anticipating 
graduation within the next 12 months. 
The survey was kept short to encourage individuals to complete the entire survey, rather 
than the individuals getting potentially bored with numerous questions and failing to 
complete the survey.  As such the questions have been designed as such to enable 
information to be assimilated from the combination of responses, as much as drawing 
analysis from individual responses. 
Inevitably further surveying will be necessary during the design phase of the project, so 
as to draw opinion on the construction and functionality of the site, and therefore this 
should not be a complete and exclusive perspective of the user engagement. 
The individuals were asked the following range of questions; 
1 - Current Employment Status 
Employed 
Student – Graduating next 12 months 
Student - Other 
Unemployed 
2 – Are you currently looking for work? 
I look at some job adverts daily 
I look a couple of times a week 
I look at jobs if they‟re sent to me, but I don‟t seek them out 
I never look at job adverts 
3 – Primarily how do you look for jobs? 
I‟m registered at a recruitment agency 
Dedicated job sites on the Internet 
Third party resources on the internet (i.e. Newspaper Jobs papers) 
Specific company websites 
Print media, such as newspapers and trade press 
I go to the job centre 
Other  
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4 – Do you receive emails directly from a jobs board? 
Yes – and I read them diligently 
Yes – and I scan read them 
Yes – and I delete them immediately 
No, I don‟t. 
5 – What causes you to delete these emails? 
Fully read and nothing of interest 
Too many irrelevant adverts 
Too much third party advertising 
Other 
6 – (Answer if employed only) – What industry are you employed in? 
Government / Public Services 
IT 
Finance 
Consulting 
Media 
Other 
7 – (Again, answer if employed only) – How do you think the next 12 months 
will pan out? 
I expect a bonus 
I‟m hopeful that I will get a bonus 
I‟m not hopeful of a bonus this year 
I‟m not expecting a pay-rise this year 
I‟m worried I might be made redundant soon…
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Appendix C: Product Description 
Core Job Advert 
A core job advert is required to advertise on the website, and is a block of 5 x advertising 
days.  Core job adverts can be also be used as additional days (5). 
Core job adverts have a „shelf‟ life of 100 days from the date/time of purchase. 
When using a core job advert to initiate an advertisement the job location, job title and 
salary must be defined and these then become fixed, and cannot be amended during the 
course of the entire advertisement. 
Part used core job adverts will not be refunded except when used as additional days, in 
which case any complete days will be returned to the account as additional day credits. 
Additional Days 
Additional days are supplemental to the core job adverts, enabling recruiters to advertise 
for longer periods of time.  The longest single-running advert may be 59 days, and 
additional days have a „shelf‟ life of 100 days from the date of purchase. 
In the event that an advert is ended early then any complete additional days will be 
returned to the client account, in accordance with the original „shelf‟ life.  Part used and 
expired „shelf‟ life products will be not be refunded. 
Graduate Recruitment Package 
The graduate recruitment package is a specialist package designed to promote a specific 
graduate training programme within an organisation.  It is restricted specifically to 
graduate training programmes, both undergraduate and postgraduate, and includes; 
- A branded mini site within a dedicated zone of the Black dragon website, outlining 
the organisation, the graduate scheme and the application process. 
- CV‟s of all graduating students registered with the Black Dragon website, including 
any video CV‟s posted by those students, including all candidates registered at the 
time the campaign goes live and details of all candidates who register during the 
campaign. 
- Visibility on the Black Dragon homepage and the graduate zone mini-site (when 
live). 
- 3 „reach out‟ products during the course of the campaign. 
Graduate recruitment packages will be valid for a specific recruiting period; they are not 
transferable to future years and to other graduate programmes within the same 
organisation / group of organisations. 
CV Database Access 
Unrestricted access to the Black Dragon CV Database for the specified period of time, 
according to the product purchased. 
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Run of Site Adverts 
The Black Dragon website will only have 2 advertising spaces throughout the website, a 
banner advert panel in the header and a skyscraper banner in the right-hand margin.  
These advertising spaces will be available to recruiters who utilise the website, in addition 
to any other organisation wishing to advertise on the website. 
Reach Out 
The reach out product is an ancillary product designed to increase the exposure of an 
advertisement by distributing details of the vacancy through several channels including 
email, twitter, Facebook and LinkedIn to users subscribing to receive such 
communications. 
The Package 
This product represents a test „bundle‟ package, incorporating everything an organisation 
would need to conduct a single advertising campaign, including; 
 A core job advert 
 10 additional days advertising 
 5 x skyscraper or banner advertisements 
 2 x reach out products 
 CV Database access for 10 days (optional extra) 
The individual components will be credited to the recruiters account, enabling them to 
utilise the credit on one, or several different, vacancies.  However the bundle does offer a 
significant discount over purchasing the individual components individually. 
The shelf-life of the individual components will be applicable. 
Should this bundling strategy prove popular then a dynamic bundling pricing model will 
be developed. 
 
The product portfolio will be under a constant state of review, with pricing strategies, 
product bundling and product development considered core back-room activities.  
However, at the outset, these activities take a secondary role to the development of the 
revenue streams and user base.
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Part Two 
PERSPECTIVES ON THE IMPORTANCE OF CONCIOUS 
STRATEGIC THINKING FOR THE START-UP AND 
SEEDLING ENTERPRISE 
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EXECUTIVE SUMMARY 
Following the decision to start my own company, I sought advice from a friend who had 
recently started their own company about how they went about the process of 
determining their strategy.  The response I got was “I don‟t have a strategy, I don‟t 
understand it”.  Whilst my friends business is modest, it is representative of tens of 
thousands of new business ventures, entrepreneurs that have a specific skills set and 
who want to start their own business, but haven‟t necessarily acquired the „business‟ 
skill-set to comprehend some of the more academic facets to starting their own business 
– Strategy is just such an issue. 
It is not for a shortage of academic material on Strategy; there is an abundance of 
strategy frameworks, models, theories and books available at all good book shops.  
However, how much of it actually helps new ventures develop strategies and how much 
is written by and for much larger organisations in their ongoing pursuit of better 
strategies.  In one text, just 22 pages of over 500 were dedicated to the issues around 
strategy formulation for start-up organisations. 
In trying to define strategy, whilst noting Porter‟s influential 1996 text “What is 
Strategy”, we can only conclude that the development of effective strategies have 
refocused away from our competitors and onto the customer and this has spawned more 
contemporary themes in strategic development, trying to seek out areas where 
opportunities exist to enhance the value proposition.  This is in stark contrast to Porter‟s 
contention that strategy was about differentiating away from competitors into areas of 
sustainable competitive advantage, which is an increasingly sparse ground.  Instead 
organisations are building competitive advantage through their relationships with their 
customers‟ through loyalty and brand image. 
More recent, contemporary strategies such as Kims‟ “Blue Ocean Strategy” confirm this 
trend, as organisations increasingly seek to offer products to customers that are both 
differentiated and low-cost.  There is no better example of this than RyanAir, who 
changed the face of short-haul airline travel within Europe during the early part of the 
century. 
Arguably the most resourceful text was by Bhide‟s “How entrepreneur‟s craft strategies 
that work” (Bhide, 1994).  Within this text Bhide offers a range of arguments and 
considerations that were core to this work, and thus could be used to develop a new 
model for evolving strategy within new ventures. 
The model utilised Bhide‟s conclusion that entrepreneurs must first consider the 
objectives of the organisation, in order for the strategy to be evolved around these 
objectives.  Once the objectives and strategy are known only then can the new venture 
install an organisation that is capable of delivering the strategy and the objectives.
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INTRODUCTION 
Whilst economists, politicians and academics continue to lock horns in the remnants of 
the 2008 Financial Services meltdown and subsequent (near) global economic recession, 
they agree that one cornerstone to a strong recovery is the growth of small and medium 
sized enterprises as evidenced in the report, entitled “Small and Medium Enterprises: 
Overcoming Growth Constraints”, sponsored and published by the World Bank in 2005 
(Beck & Demirguc-Kunt, 2005).  This conclusion will not be challenged within the context 
of this assignment, as it is widely regarded to be accurate and to challenge these 
assumptions would be to digress from the essence of this assignment.  However it is 
important to acknowledge that, from the shadows of the worst economic landscape of 
modern times, seedling enterprises will be depended upon to bring vitality and future 
growth to global markets.  As such, the need for all parts of the economy to address how 
best to support an environment where new enterprises can flourish. 
The crux of this assignment, and a fundamental challenge for supporting entrepreneurs 
launching new enterprises, concerns how entrepreneurs develop strategies for their new 
enterprises and whether new enterprises need strategies at all.  For medium, large and 
corporate-sized organisations there is undoubtedly a plethora of tools, and experts willing 
to charge a handsome fee, to dissect every facet of strategies employed and develop 
„more effective‟ strategies.  Many large organisations employ strategy analysts, strategy 
managers and directors of strategy.  Start-up and seedling organisations do not have 
access to either individuals nor consultancies and consequentially expertise to develop a 
strategy for their business.  Possibly the entrepreneur may have attended a business 
school, maybe even have a business qualification, but this pales into insignificance 
against the resources and knowledge available to larger organisation. 
Yet, when approaching a financial institution with a business plan – and particularly if 
seeking financing within the plan, inevitably the start-up will quizzed on their business 
strategy – how do they intend to compete against the chain 
This paper will examine theories and frameworks utilised by larger organisations in the 
analysis and development of strategies, and to determine their applicability to start-up 
and smaller organisations, including traditional strategic methodologies and techniques 
such as SWOT to more contemporary strategic „Blue Ocean‟ strategy theories.  By 
undertaking this analysis a number of key questions will be addressed, namely; 
1. How relevant is deliberate strategic planning to start-up and seedling 
enterprises? 
There is one significant word missing from Sir Richard Branson‟s Autobiography, “Losing 
My Virginity” (Branson, 1988), and that word is strategy.  As Sir Richard meanders 
through a lifetime of starting new ventures and developing small businesses into multi-
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national organisations he never once mentions strategy.  In the autobiography “The Wolf 
of Wall Street” (Belfort, 2007), Jordan Belfort details how the organisation „Stratton 
Oakmont‟ came to be one of the leading financial organisations of the time (1990s), but 
again there is no mention of any conscious process during the inception of the venture to 
formulate a specific set of strategies for the company.  Finally, looking at one of the 
cases that will be discussed in more depth later, during the inception of Ryanair (the 
pioneering low-cost Irish airline), in Michael o‟Leary‟s “A Life in Full Flight” Autobiography 
(Ruddock, Michael O'Leary: A Life in Full Flight, 2007) again there is no evidence of a 
preconceived strategy to arguably one of the most successful deployments of blue ocean 
strategy. 
This conundrum, that entrepreneurs might not necessarily preconceive a definitive 
strategic plan but that a strategy evolves out of their cognitive thinking, entrepreneurial 
behavioural traits and environment (this is why, when we read the aforementioned 
literature from Branson, Bedfont and o‟Leary we don‟t necessarily see them speak 
definitively about their strategy but see the strategies emerging from their thinking and 
decisions) runs contrary to the prescriptive approach to strategy that many organisations 
who support entrepreneurs expect, such as banks and government agencies. 
2. What strategic planning frameworks are best suited to start-up and 
seedling organisations? 
A large number of tools and frameworks to support strategic development have been 
developed by academics, business consultancies and organisations over time, from the 
(seemingly) simple SWOT and PEST tools through to more complex tools, such as the 
“Parallel Process Model of Strategic Decision Making” (Corner, Kinicki, & Keats, 1994).  
How effective are these tools within start-up and seedling organisations, as they 
seemingly are always drafted in the context of larger and corporate organisations. 
By identifying specific theories and frameworks that are more appropriate for smaller 
organisations, and how their behavioural patterns, will enable the identification, 
development and deployment of strategies appropriate for those organisations. 
Recovery plans from ineffective and poor strategies. 
There are many reasons, in addition to poor strategic decisions, as to why the 
effectiveness of a particular strategy or framework of strategies degrades, such as the 
evolution of the organisation and the culture within the organisation, the evolution of the 
market and competitive forces, and the evolution of the entrepreneurial force. Often 
companies look to their longer-term strategies as a saviour to shorter-term “bumps in 
the road” without identifying whether the short-term issues are symptomatic of early 
glitches within their longer-term strategies; foreshocks preceding the earthquake.  Whilst 
many other organisations have periodic strategies; 3, 5 or 10 year strategic plans and 
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spend much of their time during these frameworks correcting and adjusting the 
organisational performance to adhere to the strategic plan, rather than considering the 
notion that it is the plan that may require revision.  Indeed, the notion that a strategic 
plan can be linked to a chronographic period rather than the life-cycle evolution of the 
product or a market is contestable. 
 It is critical that organisations can identify when a strategy is beginning to falter and 
begin the process for reviewing and replacing the strategy.  However, again, this 
determines that quite a formal approach to reviewing and documenting strategy is 
required – a pattern of behaviour that is rarely found in entrepreneurs. 
The fundamental purpose of this assignment is to contrive a strategic plan for the 
business plan detailed in the first part of this document, identifying and utilising strategy 
frameworks, theories and tools that are identified within the literature review of this 
assignment and deemed appropriate and effective for the organisation.  In addition to 
the evolution of a strategic plan this assignment should also provide a framework for 
reviewing the effectiveness of the strategy and for assessing the organisations strategic 
behaviour, identifying whether any organisational behavioural traits have influenced the 
strategy to either the benefit or detriment of the organisation. 
To arrive at this juncture this assignment will call into question traditional and 
contemporary strategic thinking, and it‟s relevance to the start-up and seedling 
organisations; and broaches the wider question of whether these organisations have 
been poorly served by the academic and strategic-thinking communities.
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LITERATURE REVIEW 
A Synopsis of Strategy 
The origins of strategy can be traced as far back as documents such as Sun Tzu’s Art of 
War (Sun-Tzu, 2002)and Publius Flavius Vegetius Renatus works Epitoma rei militaris 
(Vegetius, 1473).  Although the primary focus of these publications was on Military 
strategy both provide the fundamental groundwork and assumptions that underpin our 
current understanding of strategy within all disciplines, including our utilisation of 
Strategy within Business.  Both works inform us that; 
- Strategy is as much to do with the understanding of the organisation, its 
capabilities and limitations, as it is to do with planning and aspiration of the 
organisational leadership.  In effect both affirm the notion that effective 
management is as important to developing robust strategies, as effective 
leadership qualities which – by themselves – would be insufficient. 
- The purpose of strategy is to utilise the organisational resources to their optimal 
effect, in combination with external factors, to achieve the premeditated goals of 
the organisation whilst protecting the organisation from potential threats and 
addressing threats that could jeopardise the achievements.  Most modern day 
strategic models used in business, which will be discussed in greater depth later in 
this paper, pretty much all begin with reviewing the same criteria (external 
opportunities and threats, alongside internal strengths and weakenesses). 
 Much of what has subsequently been learned and many of the theories that have 
evolved about strategy can be traced to the core principles found in these transcripts. 
Defining Strategy 
In the modern business context there are several differing opinions regarding what 
strategy is, and what it‟s purpose is within the organisation.  Many of these differences of 
opinion are centred around how strategy evolves, Mintzberg et al identify a total of Ten 
different approaches – some with subtle differences others are complete departures – to 
the process of evolving strategies, which he documents in his “Strategy Safari” (Mitzberg, 
Ahlstand, & Lampel, 2008).  Within each of these areas (which Mintzberg et al refer to as 
„schools‟) reside all the different perspectives on how strategy is formed, namely; 
- The Design School (Strategy formation as a process of conception) 
- The Planning School (Strategy formation as a process of formal process) 
- The Positioning School (Strategy formation as an analytical process) 
- The Entrepreneurial School (Strategy formation as visionary process) 
- The Cognitive School (Strategy formation as a mental process) 
- The Learning School (Strategy formation as an emergent process) 
- The Power School (Strategy formation as a process of negotiation) 
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- The Cultural School (Strategy formation as an elective process) 
- The Environmental School (Strategy formation as a reactive process) 
- The Configuration School (Strategy formation as a process of transformation) 
In the final chapter Mintzberg et al conclude that no organisation can or will evolve a 
truly effective strategy from any of these schools exclusively, and that the best strategies 
will take the appropriate lessons from each of the „schools‟ in order to evolve a strategy 
that reflects their organisational objectives.  Whilst Richards et al (Richards, Dobson, & 
Starkey, 2005) also determined that strategy could be broken down into two specific 
camps (rather than Mintzbergs‟ 10), namely those that believe strategy is evolved from 
the organisational planning and those that believe strategy evolves from the process of 
management.  However Richards arrives at the same conclusion as Mintzberg, in that the 
best strategy is evolved from taking the most appropriate concepts from both, rather 
than sticking exclusively to a single camp. 
Strategic Theories 
Michael Porter is widely regarded as one of the most adept strategic thinkers of modern 
times.  In 1980 Porter released a book entitled „Competitive Advantage‟ in which he 
argued (Porter M. E., 1980) that organisations could develop strategies that would enable 
them to compete on two plains.  Organisations could either chose to compete on cost, 
and try and be the cheapest to market, or they could compete on product differentiation 
and try and make their wares better – or substantially different – to that of their 
competitors.  The thrust of Porter‟s argument was that companies that launched products 
that were neither sufficiently different nor sufficiently cheaper would be swamped by 
their competitors, who were striving to achieve exactly those positions. 
Porter released a later work in 1996, entitled “What is Strategy”, in which he succinctly 
defines strategy as “Choosing to perform activities differently than rivals do”.  Within the 
article Porter outlines a series a basis for the strategic positioning of an organisation.  
Porter contests that if there were only one ideal position within a market then there 
would be no need for strategy.  Porter outlines four areas strategy within the article, 
which are; 
1-  A Company can outperform rivals only if it can establish a difference that is 
can preserve 
2- Strategy rests on unique activities 
3- A sustainable strategic position requires trade offs 
4- Fit drives both competitive advantage and sustainability 
 
Richards et al (Richards, Dobson, & Starkey, 2005) subsequently made the case that 
customers do not base decisions entirely on cost, but the relationship between cost and 
41 | P a g e  
 
the perceived quality of the goods.  In this piece of work is contrived the „VFM Frontier‟ 
(Value for Money Frontier) which charts the linear relationship between the financial cost 
of an item and the perceived quality the customer expects at the corresponding point. 
This appeared to be a more cultured approach than the earlier work by Porter, which 
fundamentally suggested that there were only two types of consumers; those that 
wanted to buy really cheap goods and those who wanted to buy the best possible goods.  
The VFM frontier allowed for the notion that every consumer would buy the best goods 
that they could for their position, and exposed the potential for significantly more 
competitive points, other than just “Cheap” and “Good”. 
Following on from this, Kim et al – through several pieces of work published in the 
Harvard Business Review, developed the notion of (culminating in a very popular 
business book “Blue Ocean Strategy”.  Kim et al argued (Kim & Mauborgne, Blue Ocean 
Strategy, 2004) that, in order to achieve true competitive advantage organisations could 
no longer afford to “swim” in the “red oceans” – known market space; i.e. those markets 
that were populated by heavy competition leading to the erosion of the profit margins 
and the subsequent levels of quality within those markets.  Instead Kim et al argued that 
organisations had to seek out “Blue Oceans”, defining markets and developing products 
that were free from aggressive competition and, as such, allowed real „value innovation‟ 
– inciting memories from Richards‟ earlier works. 
Much of the „modern‟ thinking on strategic direction, alongside Blue Ocean Strategy 
supports the notion that organisations cannot focus their strategies on “Competitive 
Strategies”, but instead have to focus on defining strategies and objectives around 
creating space around the organisation and products that enable value innovation.  
Outstanding literature, such as the 1999 book “Funky Business” (Ridderstråle & 
Nordström, 2000) dismiss the notion of “Competitive Strategies” altogether as “Roads to 
nowhere”, and instead focus on creating “Sensational Strategies” 
Forming New Strategies 
As previously discussed, there are fundamentally two types of strategy evolution; that by 
planning and that by process (Richards, Dobson, & Starkey, 2005).  Porter, who‟s beliefs 
reside firmly on the planning side of the camp argues that this process begins with some 
kind of review.  In Porter‟s case, (Porter M. E., 1980) he provides the “Five Forces” 
framework as a template to reviewing the various elements of the competitive landscape 
to determine the strength of the current strategy, and whether any proposed strategy 
would address those weaknesses or exploit any opportunities that may have arisen.  
However, and as Barney recognised, (Barney, 1995), analysing the external landscape is 
only half the battle; organisations must also understand their own internal strengths and 
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weaknesses and utilise these in conjunction with their environmental considerations to 
derive effective strategies. 
SWOT is the perennial mother of all strategic models; “Strengths”, Weaknesses”, 
“Opportunities” and “Threats” – it couldn‟t be any simpler if it were a Sudoku puzzle with 
a single number missing.  However, the strength in SWOT not only resides in the 
simplicity but it‟s scalability as the model can be used at all levels within the 
organisation, with SWOTs from the lower echelons of organisations consolidating up 
through the organisation to develop complex models of the entire organisation. 
However, as I eluded to earlier, there are two types of strategy development.  The 
aforementioned exercises are embedded in the world of planners, and “strategic over-
planning” has been heavily criticised in recent times. Drucker and Peters have both 
“warned it must radically change if firms are to survive into the 21st Century” (Richards, 
Dobson, & Starkey, 2005).   
Strategy and the New Organisation 
In 1994 Bhide had an article published within the Harvard Business Review entitled “How 
entrepreneurs craft strategies that work” (Bhide, 1994), which strikes at the very 
substance at discussion here.  Within the work Bhide outlines that, whilst entrepreneurs 
may appear to be cavalier in their attitudes rarely will an entrepreneur take an 
uncalculated risk, preferring to plan and take calculated decisions.  Bhide notes that 
successful start-ups „do not need an edge on every front‟ and that there is not an „ideal‟ 
profile of an entrepreneur, with evidence of successful entrepreneurs with a wide variety 
of personal traits and skills.  Bhide argues that the entrepreneur must consider three 
interacting factors, namely;  
1 – The objective of the venture.  By having a clear understanding at the outset about 
what the venture needs to deliver to be considered successful, the entrepreneur is in a 
much stronger position to install an effective organisation to meet those challenges. 
2 – Leverage Provided by External Change.  There are significant advantages to 
operating in newly-formed markets, than trying to create waves within existing mature 
markets.  Within new markets previously mature organisations are „rough around the 
edges‟ as they come to terms with the new market place, whilst vendors and customers 
alike will be increasingly tolerant of new players within the market. 
3 – Basis of competition: Proprietary Assets versus Hustle.  By definition 
entrepreneurs launching new ventures have very little in the way of proprietary assets 
which, when entering into a market with very tangible products, such hotels, 
pharmaceuticals etc puts the entrepreneur at a significant disadvantage to the mature 
players within the market.  However, and particularly within industries that have far less 
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„tangible‟ products, there is the possibility for the entrepreneur to utilise their 
interpersonal skills to overcome a lack of proprietary assets. 
Bhide goes on to note that entrepreneurs should seek to minimize the time they commit 
to researching their ideas, arguing that – unlike large organisations that can commit 
significant resources to researching ideas to the nth degree – whilst entrepreneurs are 
committing time to researching, they are not committing time to undertaking the 
venture.  As such, during this delay, at best potential revenue is being lost and – at 
worst – competitive advantage maybe being sacrificed.  Bhide states that entrepreneurs 
must use a balance of understanding, research, common sense and judgement to 
expedite the decision-making process.  Indeed Bhide suggests that entrpreneurs should 
undertake to follow the guidelines set out below in determining how much time to 
commit to decision-making; 
 Handling analytical tasks in stages.  Instead of trying to analyse all the 
information for the entire project in a single session, the entrepreneur should only 
process the information that is needed to progress the venture to the next stage. 
 Plugging holes quickly.  The entrepreneur should seek to resolve issues and 
challenges quickly, looking for solutions to move the project forward. 
 Evangelical Investigation. Entrepreneurs will simultaneously listen and talk to 
everyone, utilising information that is harvested to build value into the business 
whilst treating everybody as a potential customer of the business.  As 
entrepreneurs have neither the time nor resources to commit to dedicated 
market-research activities, this approach provides a sufficient level of detailed 
information for the time and effort invested to move the venture forward. 
 Smart Arrogance.  „The entrepreneurs willingness to act on sketchy plans and 
inconclusive data is often sustained by an almost arrogant self-confidence‟, Bhide 
Challenges, going on to argue that it is the „Smart‟ nature of the entrepreneur, 
their work ethic and their entrepreneurial nature which enables them to take 
decisions quicker, often in the absence of entirely reliable intelligence. 
Again, referring back to Porter‟s 1980‟s “Competitive Strategy” work (Porter M. E., 1980) 
Porter wrote a chapter on “Competitive Strategy in Emerging Industries”.  Referring back 
to the earlier references to Bhide, we can understand why emerging industries and 
markets would be more appealing to entrepreneurs that stable, mature markets.  Within 
the work, Porter outlines a series of common features amongst emerging industries, 
providing potential footholds for the entrepreneur, they are; 
 Technological uncertainty 
 Strategic uncertainty 
 High initial costs but steep cost reduction 
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 Embryonic companies and spin-offs 
 First-time buyers 
 Short time horizon 
 Subsidy 
Later in the chapter, Porter goes on to state that „the formulation of strategy in emerging 
industries must cope with the uncertainty and risk in this period of the industry‟s 
development‟. 
Porter argues that early entry into an emerging industry is appropriate when the 
following general circumstances hold; 
 That the image and reputation of the firm are important to the buyer, and the 
firm can develop an enhanced reputation by being a pioneer. 
 Early entry can initiate the learning process in a business in which the learning 
curve is important, experience is difficult to imitate and it will not be nullified by 
successive technological generations. 
 Customer loyalty will be great, so that benefits will accrue to the firm that sells to 
the customer first. 
 Absolute cost advantages can be gained by early commitment to the supplies of 
raw materials, distribution channels and so on… 
The relationship between Strategy and the Organisation 
As has become evident thus far, the evolution of the strategy is not entirely focussed on 
the external actions of the organisation or the venture, but has an equal dependence on 
the internal organisation. 
Peters and Waterman (Peters & Waterman, 1982) proposed a framework of the „Seven 
S‟s‟, demonstrating that there was more to organisation than simply structure, but also 
systems, style, staff, skills, strategy and superordinate goals – with all of these 
categories being interlinked.  This suggested that a change could not be made to one of 
these components of the organisation, without their being some impact on other areas of 
the organisation (Richards, Dobson, & Starkey, 2005).  As such, Richards et al conclude 
that – whilst organisations very easily commit to changes in a single area of the seven 
S‟s, such as reorganisation, or changes in systems, the organisations failure to 
comprehend the full and wider implications of the change on the other components often 
results in the anticipated benefits of the change not being fully realised. 
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CRITICAL ANALYSIS 
A close friend of mine, who recently opened her own business (a dog kennels and a 
cattery in Melbourne, Derbyshire) asked me what strategy is, and whether she needed 
one for her business.  Her business was self-funded and, whilst she had business banking 
she had not made any use of the „business facilities and mentorship‟ offered by her bank, 
but merely used them as a bank.  Initially I let her borrow several of the texts that I had 
amassed during my studies that were specifically geared towards strategy.  She read the 
texts, and was even more confused than when she initially asked the question. 
My friend is clearly intelligent, having launched her own business and managed it to 
moderate success in a relatively short period time and during a period of profound 
economic uncertainty.  To me, this represents the gauge between the academic context  
and definitions of strategy, and that this is „lost in translation‟ when trying to 
communicate those themes to new ventures and entrepreneurs today.  Of course, it is 
easy to prescribe the tried and tested models of “SWOT” and commonly used frameworks 
such as Porter‟s “Five Forces”, but if these are the only tools we arm the new ventures 
with and fail to educate about what strategy is and what it means to their organisation 
then the ventures and entrepreneurs will only have at their disposal a small glimmer of a 
much bigger star.  I have no doubt at all that larger firms and consultancy groups, who 
have the capacity to hire business graduates and the resources available to enable their 
staff to study and research strategic theory at length, can adequately converse – and 
indeed influence – the academic world.  However neither my friend nor I – after scouring 
several comprehensive text books – identified a model that jumped up and screamed 
“That‟s what strategy means”. 
Of course, this may be that strategy means different things to different ventures and 
entrepreneurs.  Porter is quite clear that he believes Strategy is about the organisation‟s 
ability to create a clear competitive advantage – whether this be through a cost position, 
or whether this be through price or through differentiation.  John Kay (Richards, Dobson, 
& Starkey, 2005) contests that strategy is not about being able to control the future, but 
about the careful analysis of quantative data to understand the organisations place within 
the market place.  However this is directly at odds with Bhides‟ (Bhide, 1994) notion that 
entrepreneurs should only undertake the bare amount of information necessary to take 
the decision that moves the organisation forward, which is much more aligned with 
Hamel‟s contention that strategy is about radical change, creating new visions of the 
future where the organisation is a leader, rather than a follower of trends (Hamel, 2000). 
Whilst Hamel talks of change, his comments do strike a chord with a more contemporary 
stream of thinking about strategy, which will be discussed in a moment, however much 
of the contemporary thinking around strategy comes at the cost of Porter‟s earlier work, 
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which is openly criticised by Kim in the articles that were used to construct “Blue Ocean 
Strategy”.  Much of Porter‟s work is based on the ideological position that the 
fundamental principle of strategy is to gain a sustainable competitive advantage over 
your competition.  Porter‟s work is focussed much more on the external environment, the 
profitability of industries and the competitive landscape, with little focus on the internal 
organisation – other than to stipulate that operational excellence can‟t be considered a 
source of competitive advantage, as every organisation should be aspiring to operational 
excellence. 
More contemporary themes in strategy focus on the effects on strategy in moving the 
organisation, and the internal effects of strategies than merely competing with external 
competition.  Indeed, the more recent article, journal and book that I read to prepare for 
this assignment, the more the word „organisation‟ becomes prevalent.  What is clear is 
that much of Porter‟s work is based on existing business managing their existing 
strategies, and challenges them based on their evolution either into new industry‟s or in 
developing new products.  It is difficult, at best, to foresee in many instances how much 
of Porter‟s work could apply to a new venture or seedling organisation. 
Porter‟s “Five Forces” model is a good example of this.  The model was developed to 
measure the profitability of an industry or market; does this mean that if a market isn‟t 
particularly profitable or is highly competitive that entrepreneurs should steer clear of 
those industries.  Arguably, based on that notion, several large organisations wouldn‟t 
exist because the market‟s they entered into were not particularly attractive when they 
entered into them; Facebook and Virgin Atlantic to name but two.  It is an excellent 
model, that is beyond contestation, but it‟s more to do with Porter‟s perception that 
strategy is all about competition that devalues the model slightly. 
Entrepreneurs are constantly looking out for opportunities, niches to meet a new demand 
– the Apple iPod, the Apple iPad are testament of products that have evolved from this 
belief. This is the fundamental difference between Porter‟s theories, which are focussed 
on finding opportunities by seeking differentiation from competition within high profit 
industries, and the more contemporary theories which are focussed on meeting customer 
expectations and demands.  Porter‟s focus nullifies, to an extent, the role of the 
consumer – making the presumption that there is always a customer, and that the main 
focus of the organisation should be attracting that customer from your rivals and 
potential substitutes.  The focus of the more contemporary strategic theories is on the 
consumer, and developing goods and services that consumers will demand with much 
less focus on competitor behaviour. 
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Thus, to answer my friends question and the question posed by Michael Porter, “What is 
Strategy” I would argue that strategy is the process by which we organize our resources 
to best meet what the customer expects. 
Thus to develop an effective strategy for the new venture outlined in the first part of the 
assignment we must undertake several exercises, not forgetting Bhide‟s notion that 
entrepreneurs should only ever process as much information to reach enable the venture 
to move forward to the next decision. 
The first stage would be to undertake some form of environmental analysis, to ascertain 
whether the organisation is likely and how it will be able to compete within the market 
place.  Whilst earlier I was somewhat critical of the Porter‟s Five Forces model for being 
too fixated on the competitive landscape and profitability of the market, it is an 
outstanding framework by identifying the competitive landscape.  However, it is also a 
complex framework and one has to be concerned about how accessible it is to the 
entrepreneur starting their own venture; it is exceptionally difficult to conceive that an 
entrepreneur considering starting a dog kennels and cattery would need to extensively 
consider the power of buyers.  I don‟t doubt at all, that some entrepreneurs starting 
much larger ventures or organisations looking to move into new industries find the “Five 
Forces” model a highly robust tool. 
A much simpler solution to scan the environment, whilst also considering the 
organisation is the perennial SWOT.  It is an exceptionally simple framework, capable of 
delivering quite powerful insights into the organisation and the competitive landscape.  
The only issue is that, so far, there isn‟t an organisation – there is an entrepreneur trying 
to understand the competitive landscape prior to launching a venture.  Clearly the 
organisation can‟t be determined until the objectives have been determined, as the 
objectives should drive the structure and make-up of the organisation. 
So initially we need to determine the objectives, as Bhide outlines in the three factors 
and entrepreneur should determine prior to starting a new venture.  Defining the 
objectives is an important step in the reviewing process; inevitably most entrepreneurs 
will begin with objectives alongside the scale of Facebook phenomena which, when they 
come to consider the organisations that will be needed to deliver those objectives will 
quickly revise their objectives! As an aside it is important to remember that Facebook 
was started by a student in a dormitory with a laptop and an internet connection, and 
took less than three years to become a global phenomenon.  It is also worth noting that 
Mark Zuckenburg‟s first objective for Facebook was to launch it at Harvard, followed by 
Five Colleges, Followed by two coasts… There is no harm with starting with small 
objectives, which offer the benefit of being clearly deliverable in a relatively short period 
of time, and then moving the goalposts as those objectives are met.  Often this can be 
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done without having to revise the strategy, as the strategy still has legs beyond the 
objectives.  The obvious concern with this tactic is not to be fooled into believing that the 
speed and ease with which the objectives were achieved, and not to set more aggressive 
and challenging objectives that are beyond the scope of the strategy. 
As such I have developed the following model for the strategic evolution for new 
ventures; 
 
Figure 1 - Strategic Planning for new Ventures 
The process begins with defining the objectives for the business.  In the case of the 
business plan outlined above, Black Dragon Recruitment Ltd, the objective for the 
business are outlined on page 14.  It is critical that the objectives are „SMART‟ i.e. the 
objectives must be; 
- Specific 
- Measurable 
- Attainable 
- Relevant 
- Time-bound 
By ensuring the objectives of the business are „SMART‟ will build external confidence in 
the venture, and that it is on a sustainable, deliverable course.  This is particularly 
important if seeking external finance.  Ultimately the trigger point for every entrepreneur 
to take action is an evaluation of how the venture is fairing against the objectives, and 
this is why objectives will invariably be the trigger for the review process. 
1: Set 
Objectives 
2: Define 
Strategy 
3: Define 
Plan of 
Action 
3: Determine 
Organisation 
4: Review 
Competitive 
Landscape 
5: Launch or 
Review 
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Once the objectives have been determined the strategy can be determined.  The strategy 
isn‟t smart, but more the path down which the organisation will meander in order to 
achieve their objectives.  Thus, you should never really be able to state that you‟ve „met‟ 
your strategic objectives, only that you‟re meeting them.  An organisation can continue 
pursuing a strategy beyond the delivery of the objectives, whereby new objectives 
maybe set (which should instigate a review of the whether the new objectives can be 
met with the current strategy), or worse organisations can pursue a strategy that is 
taking them away from achieving their objectives.  This defines why the installation and 
review of the objectives is the first cog in the wheel; it is ultimately where the venture 
wants to be and, as such, ultimately where it must begin.  The strategy that has been 
determined for the business venture outlined in the business plan in the first part of this 
document are outlined on page 15. 
Following the installation/review of the strategy, the venture is then in a position to 
determine a more specific plan to link the strategic objectives of the venture to the 
physical delivery of those objectives.  The reason that strategy is sandwiched between 
the objectives and the plan is because of strategy‟s role in guiding action across the 
entire organisation.  Strategy enables organisations to work coherently to a single set of 
objectives, and in the absence of a strategy the internal mechanics of the organisation 
could potentially conflict.  Further to this, the plan will provide a series of shorter-term 
milestones against which the organisation can measure their progress towards the overall 
strategic objectives, and ensure that all the business is keeping time with each other.  
This would be essential in ventures where products are involved and where sales targets 
are being achieved, but the physical delivery of the product was not being achieved and 
jeopardising the potential return business; detrimental to the strategic objective. 
Once the venture has objectives, strategy and a plan then then an organisation can be 
developed to deliver that plan.  This is the first real sanity check for the venture; if the 
objectives are too stretching, the strategy or the plan too aggressive then the 
organisation required to deliver the venture maybe significantly beyond the resources 
available to the entrepreneur.  This is exactly the reason that, in the business plan within 
the first part of this assignment, the objectives for the first two years are very 
conservative.  The business plan is for an organisation with very few resources, with only 
myself and the support of the website hosts (within their capacity) actually involved 
within the project.  Thus it would be completely illogical for me to set objectives to 
overtake mature competition that had been in situ for years, with such limited resources 
at my disposal. 
Once the organisation has been determined the components are in place to enable a 
SWOT to be undertaken, providing information on how the organisation will fare in the 
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current competitive environment.  In the case of the Black Dragon Recruitment Ltd I 
have not dwelled too long on assessing the competitive environment, on the grounds 
that the product that I have designed will reside in a very niche area of the market.  
Without being so foolhardy to say that there is „no competition‟, it is an environment 
where customers utilise multiple suppliers to purchase the same product.  The challenge 
of the business is therefore not to deliver a product or service that endeavours to obtain 
customers at the expense of my competitors, but to design a product that is extremely 
attractive and cost effective to customers.  Michael Porter would inevitably challenge that 
one must first assess the competitive landscape, to determine the profitability of the 
industry, before determining whether to enter the market.  I would challenge this on the 
basis that new ventures, at the outset, do not have an organisation against which to 
gauge the competitive landscape.  Further to this, the notion that entrepreneurs 
shouldn‟t enter into unprofitable industries does not mean that there are not profitable 
ventures within an unprofitable industry, nor that the industry itself could not return to 
profitability through innovation. 
As such, one could argue that the review of the competitive landscape is the variable 
within the framework, depending on the level of confidence the entrepreneur has in their 
venture.  After all, and as Hamel iterated and was reinforced by Bhide, entrepreneurs 
need to show leadership qualities and have to be capable of making decisions on both the 
analysis of information and their intuition.  In such a fluid environment as a competitive  
marketplace, the value of intuitive decision-making over heavily constructed analysis is 
accentuated. 
CONCLUSIONS 
Strategy is, by its very nature, a complex subject in the academic world, with a plethora 
of frameworks, theory and models developed within academic and consulting circles 
every year.  As much of this academic work is based on the quantative analysis of reams 
of data, it invariably focuses on larger organisations and ventures, where the access to 
quality, sustainable data is easiest to access.  This is nicely framed by the fact that, in 
the excellent book “The Strategy Process” (Mintzberg, Lampel, Quinn, & Ghoshal, 1996) 
– a 500 page text that dedicates just 22 pages to the specific issues of managing start-
ups. 
The consequence of this is that the existing strategic theory can be difficult to apply to 
new ventures, particularly new ventures of smallholdings and start-up businesses where 
the individual may have specific knowledge about their industry or trade, but not 
necessarily to the business skills to understand how to construct an effective strategy for 
their venture.  Given that the majority of models regarding strategic process or design 
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are cyclical by design, there is a fundamental lack of models outlining how organisations 
should get on the cycle in the first place. 
Porter‟s competitive strategy (Porter M. E., 1980) remains the document by which all 
other strategic techniques are measured, with even contemporary strategists such as 
Kim‟s “Blue Ocean Strategy” (Kim & Mauborgne, Blue Ocean Strategy, 2004) referring to 
Porter‟s work – some 24 years after the original text was published.  His later work, 
“What Strategy is” (Porter M. , 1996) reinforces the notion that the main purpose of 
strategy is to obtain a sustainable competitive advantage within a profitable industry, 
whether by differentiation or by cost position. 
However, there are three clear trends that have emerged since the publication of Porter‟s 
work, namely that (the majority of) organisations are far more concerned with delivering 
value, rather than being the effective cost leader in an industry as captured by Richard‟s 
et al‟s „Value Frontier‟ (Richards, Dobson, & Starkey, 2005).  The second trend is that 
organisations are far more focussed on customer than competition in the development of 
their strategies. 
The piece of work by Bhide (Bhide, 1994) provides the strongest framework, providing a 
sequence of factors that the entrepreneur should consider in the development of a new 
venture.  As such, it is this piece of work that I used as the basis for developing my own 
framework around how new ventures should develop their strategy. 
The framework determines that new ventures should first and foremost determine their 
objectives to a „SMART‟ framework. Following this, the organisation can then develop 
strategies that could lead to the achievement of those objectives.  Once the strategy is in 
place then a more detailed plan, based around the strategy can be evolved, and once this 
plan is in place then the entrepreneur can begin determining what type and scale of 
organisation is needed to deliver the plan.   
Then, and only then, should the entrepreneur consider evaluating the competitive 
landscape, using an appropriate framework (such as SWOT, or Porters “Five Forces” 
(Porter M. E., 1980).  
This is the framework that has been used to develop the strategies for the business plan 
in the first part of this assignment (pages 14 – 15).  The framework made determining 
reasonable objectives, and a coherent strategy to deliver those objectives a simple and 
relatively quick process, ideal for entrepreneurs setting up new ventures.
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